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Abstract

This study aimed to investigate customer’s satisfaction towards M.J. Drinking Water in Mae
Sariang District, Mae Hong Son Province. The respondents were split into two groups including 30
respondents from business market customer group and 300 respondents for general market customer
group. The results were as following.

For business market customer group, most respondents were female whose age ranges were
31 — 40 years with high school / vocational certificates. They were self-employed/merchants with the
average monthly stipends of 5,001 — 10,000 baht and married marital status. For general market
customer group, most respondents were male whose age ranges were 20 — 30 years with secondary
school certificate or lower. They were pupils/students with less than 5,000 baht per month income
and single marital status.

The behavior of customers toward M.J. Drinking Water indicated that the majority of
respondents from business market customer group received the information regarding to M.J drinking
water through the suggestion of staff or salesperson. The purchasing frequency was once every few

days. In addition, the respondents decided by themselves to buy the product. The majority also paid



for the drink every time after the purchase. The chosen type and packaging size were a dozen of one-
way bottles. The principal reasons for selecting MJ drinking water include cleanliness and safety. For
the general market customer group, the data perception of M.J. drinking water was based on
experimental purchasing. The purchasing frequency was on the daily basis. The respondents decide to
buy the product by themselves. The type and packaging size were while bucket of 20 liters size. The
cleanliness and safety were the principal reasons of purchasing MJ drinking water.

The customers’ satisfaction toward M.J. drinking water for business market customer group
revealed that most of the respondents were satisfied at the highest level on the product aspect. This
included product qualities with the absence of color, odour, and sediments with the average value of
(4.5710.57). The aspects with high satisfaction level were; price aspect, by considering reasonable
price to quality with the average value of (4.07£1.08); distribution aspect, product delivery service
with the mean of (4.200.97).; staff or employee aspect, the service mind was considered with the
mean of (4.401°0.86).The medium satisfaction levels included market promotion aspect, by setting up
raffle program at the end of the year with the mean value of (2.63%1.07).

The consumers’ satisfaction towards M.J drinking water of general markets customer group
showed that the respondents scored the satisfaction level at the highest level on the product aspect,
especially on the variety of containers’ size with the mean of (4.82%0.50). In term of price aspect, the
price of product which was reasonable to quality was scored on the average of (4.7910.49). In term
of distribution aspect, the convenience of products ordering were scored at (4.64730.66). In term of
staff and employee aspect, the politeness of staff or salesperson was rated with the mean value of
(4.727%0.57). In term of creativeness and physical presentation, the cleanliness of the drinking water
storage area was rated with the mean of (4.72%0.58) In term of processing aspect, the accurate and
speedy procedures of accepting and changing the money were rated with the mean of (4.647%0.66).
The aspect with the medium satisfaction level included discount after a large purchase with the mean

of (3.3911.36).



